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ABSTRACT

Online shopping in the Arab world countries including Saudi Arabia is still very immature in relation to 
online shopping in developed and/or western countries. However, online shopping data and available 
statistics illustrate a very good growing trend in online shopping in KSA. This paper aims to develop a 
framework to understand and evaluate consumers’ attitudes towards online shopping in Saudi Arabia. 
The paper start by examining the different factors affecting consumer attitudes towards online shop-
ping in related literature, then it examines the literature related to consumers’ attitudes towards online 
shopping in Saudi Arabia. Finally, and based on the results of the literature, it develops a framework 
to understand and evaluate consumers’ attitudes towards online shopping in Saudi Arabia. The paper 
also provides direction for future research in the field.

1. INTRODUCTION

The history of information technology witnessed a significant event with the beginning of the Internet 
with its ever-growing popularity (Koyuncu and Lien, 2003). Such super-fast growth rate of the internet 
occurs because of its power and comfort as a medium of communication, entertainment and education 
and particularly, as a mean of electronic commerce and conducting business electronically (Koyuncu 
and Lien, 2003). Moreover, the Internet has been marked with special recognition for introducing E-
commerce by businesses targeting specific people to sell their products and services. Consumers today 
enjoy a huge number of online products at online stores only because of the Internet (Demangeot and 
Broderick, 2010).
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Contemporary, cumulative sums of companies have been using the Internet and other electronic media 
in performing their marketing efforts, giving the chance for Electronic Marketing (as a new marketing 
phenomenon and philosophy) to raise in a very dramatic and dynamic way in our day-to-day business 
activities (El-Gohary, 2010a). Meanwhile, E-commerce has got a point to turn on when World Wide 
Web was introduced in the internet (Lee et al., 2009) with a historical rate of growth and popularity. 
Businesses were able to develop web pages for their products without investing too much in physical 
stores (Eighmey, 1997) with online stores that remains open 24/7/365 to the consumers around the entire 
world (Demangeot and Broderick, 2010).

However, as illustrated by El-Gohary (2009) and El-Gohary et al (2008), the review of the relevant 
literature revealed that one of the main obstacles in the literature is the unclear way of dealing with the 
concept and definition of E-Marketing. According to El-Gohary (2009), most of the researchers mis-
used the term E-Marketing; the majority of researchers are using the terms: Electronic Marketing (E-
Marketing), Internet marketing, Electronic Commerce (E-commerce), Electronic Business (E-business) 
as equivalents or a deferent wording for the same meaning, which is incorrect because they are deferent. 
Furthermore, El-Gohary (2009) argues that Electronic Marketing has a broader scope than internet 
marketing while in contrast Electronic Commerce and Electronic Business have a wider and broader 
scope than Electronic Marketing. Figure 1 illustrates the different arguments provided by El-Gohary et 
al (2008) and El-Gohary (2010a).

Meanwhile, the availability of online shopping has dramatically altered the mode of home shopping 
which has been based on televisions, videotext and paper catalogues (Goldsmith and Flynn, 2004). 

Figure 1. Differences between Internet-marketing, E-Marketing, E-commerce and E-Business Source: 
El-Gohary (2009)



 

 

22 more pages are available in the full version of this document, which may

be purchased using the "Add to Cart" button on the publisher's webpage:

www.igi-global.com/chapter/saudi-consumers-attitudes-towards-online-

shopping/183322

Related Content

Mobile Edge Computing to Assist the Online Ideological and Political Education
Dan Wangand Jian Zhao (2022). International Journal of Mobile Computing and Multimedia

Communications (pp. 1-11).

www.irma-international.org/article/mobile-edge-computing-to-assist-the-online-ideological-and-political-education/293747

The Development of Mobile Service Applications for Consumers and Intelligent Networks
Rebecca De Costerand Abdulrhman Albesher (2013). Mobile Services Industries, Technologies, and

Applications in the Global Economy (pp. 273-289).

www.irma-international.org/chapter/development-mobile-service-applications-consumers/68664

Mobile Learning Apps: Evaluating Instructional Needs
Janet Holland (2014). Interdisciplinary Mobile Media and Communications: Social, Political, and Economic

Implications  (pp. 26-47).

www.irma-international.org/chapter/mobile-learning-apps/111711

The Use of Embedded Mobile, RFID, and Augmented Reality in Mobile Devices
Greg Gogolin (2012). Mobile Technology Consumption: Opportunities and Challenges  (pp. 126-137).

www.irma-international.org/chapter/use-embedded-mobile-rfid-augmented/60216

Transforming Learning with Mobile Games: Learning with mGames
Kristin Villanuevaand Jeanny Vaidya (2016). Handbook of Research on Mobile Learning in Contemporary

Classrooms (pp. 260-278).

www.irma-international.org/chapter/transforming-learning-with-mobile-games/157984

http://www.igi-global.com/chapter/saudi-consumers-attitudes-towards-online-shopping/183322
http://www.igi-global.com/chapter/saudi-consumers-attitudes-towards-online-shopping/183322
http://www.irma-international.org/article/mobile-edge-computing-to-assist-the-online-ideological-and-political-education/293747
http://www.irma-international.org/chapter/development-mobile-service-applications-consumers/68664
http://www.irma-international.org/chapter/mobile-learning-apps/111711
http://www.irma-international.org/chapter/use-embedded-mobile-rfid-augmented/60216
http://www.irma-international.org/chapter/transforming-learning-with-mobile-games/157984

